ABSTRACT: Online grocery shopping in Indonesia has been applied by one platform called Happyfresh, which cooperates through many modern supermarkets. One supermarket that conducts this cooperation to supply grocery products is Loka Mart. Currently, online grocery shopping facility that implemented by Loka Mart is still limited and only coverage Jakarta area. Thus, it is necessary to conduct study related to the public acceptance to the online grocery shopping in Malang City as the potential online market due to the level of education of the society. The data are obtained through the questionnaire of 140 respondents of Loka Mart consumer. Technology Acceptance Model (TAM) is employed as the foundation in this study. Besides, visibility, risk perception, and social influence variable -which used in the study of Sherah and Ai-Wen (2003) -analyzing Australian people acceptance towards online grocery shopping -used in this study. Multiple regression analysis, pearson correlation, and biserial point used as analysis instrument in this study. The study result showed that basic model of TAM -which consists of perceived of usefulness, perceived ease of use, and social influence variable -could explain public acceptance in Malang City to the online grocery shopping. Moreover, the visibility and risk perception variable have no effect in explaining public acceptance to use online grocery shopping. This result also shows that, Online Grocery Acceptance Model explains how the behavior and characteristics of the consumers in utilizing online grocery service. Perceived of usefulness is the main factor affecting online grocery acceptant and the perceive ease of use is correlated highly with perceived of usefulness.
INTRODUCTION
Online grocery shopping is marketing system that implemented by a retail or supermarket to market their products by e-commerce. A study that conducted by Kurnia et al., (2015) about ecommerce adoption to the online grocery retailer in Indonesia showed that retailer compatibility in using technology application, benefit consideration, and cost factor will make profit to the company by increasing positive acceptance towards online grocery retailer in implementing e-commerce system. It is contradiction compared to the public attitude towards online grocery shopping. According to Indonesian E-Commerce Association (IdEA), purchase intention of online grocery products through e-commerce in 2014 reaches up to 24% in which it is lower than consumer intention to purchase other product category such as fashion product 78%, mobile 46%, electronic product 43%, as well as book and magazine which reaches up to 39%. Many product categories, in general, can be sold easily through e-commerce system, for instance, fashion and gadget product. However, other product category, such as grocery product, is still unfamiliar among people. Many previous studies also showed that online grocery shopping is a new concept, thus many people still unfamiliar with this concept (Grewal et al., 2004; Penim, 2013; Benn et al., 2015) . Despite online grocery shopping still included into relatively new idea, product characteristics of online grocery also cause this unfamiliarity to the online grocery shopping users.
This study location is Loka Mart, Malang City Point. Loka Mart is one of retail that have applied online grocery shopping in marketing the products.
During this time, this retail has built in many areas of Indonesia such as Balikpapan, Cibubur, Tangerang, and Malang. The development of ecommerce marketing system performed in partnership with platform of Happyfresh grocery in which this platform already cooperated with other retails and online grocery to market their products through application.
Currently, e-commerce system implementation of Loka Mart through its partnership with Happyfresh is still limited in Jakarta area. This coverage limitation results in the limited implementation for online grocery shopping service in other areas of Loka Mart branch, including retail in Malang City. The development of e-commerce marketing system in Loka Mart attempts to give ease shopping service for consumers especially for who have preference in shooping online. It is expected that online grocery shopping system can be implemented not only in Jakarta City but also in other areas, such as Malang. Therefore, analysis to the consumer acceptance towards online grocery shopping is necessary to be conducted in order to know the relevance of this marketing system to be implemented in the retail/online grocery in Malang City.
STUDY METHODS

The study location
Location in this study determined purposively, which is Loka Mart, Malang City Point, Jl. Terusan Dieng No.32, Sukun, Malang City, East Java. This study was conducted on March -June 2016.
Sampling method and the analysis
Sample determination technique was conducted by using non-probability sampling technique, which is accidental sampling (sample taking technique to the respondents that met during the study). The number of sample determined in this study refers to the sample need to run the data analysis chosen. Sidiqqui (2013) stated that sample number for multiple linear regression was 15 to 20 in each observation (predictor variable) or in each independent variable that used in the study.
Primary data are collected by distributing the questionnaire directly to the chosen consumers. The questionnaire consists of the questions for measuring PU (perceived of usefulness), PEOU (perceived ease of use), PR (perceived of risk), SI (social influence), VIS (visibility), ATU (attitude toward usage) and BI (Behavioral Intention) variable. Multiple regression analysis is employed in order to generate the influence of those factors considered to the independent variable, which is attitude of online grocery shopping. Tests of classical assumption of multiple regression analysis are used, such as normality test, multicollinearity test, and heteroscedasticity test. This study also used Pearson correlation analysis to describe relationship strength of PEOU and PU variable, while biserial point correlation used to assess relationship between BI and ATU variable.
RESULTS AND DISCUSSION
Respondent Demography
Respondent age distribution showed that most of respondents were visitors with age range of 18-25 years old. It indicates that consumers on online grocery, especially Loka Mart, are young consumers. This high frequency of young consumers is in line with the study of (Li Guo, 2011 ) that age range of 15-35 years old is consumptive group and becomes the main strength in shopping activities, including online shopping. Therefore, Loka Mart attempts to service not only online market but also the conventional market.
In general, shopping activity performed more often by female. Females had more activities in doing grocery shopping through offline shopping (directly come to the store) or through catalogue than male consumers (Alreck and Settle, 2002 in Zhou et al., 2007) . That showed that offline grocery products is more preferred than online grocery products. High percentage of undergraduate education level indicated that Loka Mart has consumers of higher education background. It is relevant with education environment in Malang City where Indonesia Creative Cities Conference (ICCC) (2016) stated that Malang City as education city with many students and higher education of the people. Therefore, focusing the segmentation to the consumers with high education background would be very potential.
Regarding the income of respondent oberserved, the high percentage of consumers are in the range of IDR 1,000,000 to IDR 9,999,999. Based on Ministry of Finance, 2015, lower-middle class is one who the income range category less than IDR 2,600,000; middle class included into income range category of IDR 2,600,000-IDR 6,000,000; while upper-middle class included into income range category above IDR 6,000,0000. Therefore, Loka Mart has potential to develop marketing system by seeing consumers in those economic classes. Promotion is part of the way how this strategy should be introduced to new potential consumers. Based on marriage status, respondent distribution in this study shows that more than half of total respondent, 59.3%, are respondents with unmarried status. The percentage indicates that most of consumers or visitors of Loka Mart, Malang are unmarried consumers. This highly correlates with the type of the respondents, which are commontly students at university (43.6%).
Data also show that most of respondents are not performed online grocery products yet. Low frequency of online purchasing could indicate that online grocery shopping still not much implemented. In this study, it was found that online grocery shopping is a new way for consumer in Malang.
Instrument Validity and Reliability
Validity Test
The validity test showed that the instrument in this study that used for PU (perceived of usefulness), PEOU (perceived ease of use), ATU (attitude toward usage), BI (behavioral intention), PR (perceived of risk), SI (social influence), and VIS (visibility) variable was significance at level of 95% (0.05). Value for every item that used in this study had significance of 0.000 smaller than its significance value of 0.01 (0.000 < 0.01). The analysis results show that all indicators of those variables were significant and valid to represent the perceived of usefulness, perceived ease of use, attitude toward usage, social influence, and visibility.
Reliability
Reliability from each variable assessed through Cronbach's Alpha value comparison. Variable states as reliable if it has Cronbach's Alpha value (α) larger than 0.7 (Pallant, 2001) . Based on the result through SPSS analysis, the resuts shows that all variables that used in this study are reliable with Cronbach Alpha value (α) larger (>) than 0.7. Table 4 below. Statistical analysis result from Spearman Rank correlation showed that correlation value in each independent variable (PU, PEOU, VIS, PR, and SI) with unstandardized residual had significance larger than 0.05 (< 0.05), thus it could be concluded that there was no heteroscedasticity.
Normality Test
In this study, normality test is conducted by using kolmogorov smirnov statistical analysis. Residual will be distributed normally if significance value from statistical process larger than 0.05 (> 0.05), in contrast, residual will be not distributed normally if significance value from statistical process smaller than 0.05 (< 0.05). Based on analysis result in this study, it is found that significance value is 0.460, larger than 0.05. Thus, residual data in this normality test distributed normally. This following is kolmogorov smirnov test that presented on Table  5 .
Statistical test of online grocery shopping model -Attitude toward Usage
This study uses linear model to identify the influence of perceived of usefulness (PU), perceived ease of use (PEOU), visibility (VIS), perceived of risk (PR), and SI (social influence) to independent variable, which is represented by attitude toward usage (ATU). The fit econometric modelling of multiple regression analysis in this study is indicated by F test, T test, and determination coefficient analysis (R square) as result of data analysis. Table 6 shows the results.
Based on computation result that has been obtained, Table 6 shows that the five variables (perceived of usefulness, perceived of risk, visibility, social influence, and perceived ease of use) toward online grocery shopping acceptance model can explain public acceptance in Malang City. From determination coefficient, it shows that the acceptance of online grocery shopping is explained by those five variables about 60.2% and the remaining of 39.8% is affected by other variables that not studied in the model. 
F-Test Analysis
F-test analysis is used t o identify whether there is at least one variable which has statistically significant influencing acceptance toward online grocery. The result in Table 7 shows the Fstatistical test.
The statistical F-test has value of 40.519 and that is higher than the value of F-table for 5% significant level. Therefore, this study has enough evidence that the model is good to explain the independent variable. The results are shown in Table 8 and can be explained below. a) Perceived of usefulness (PU) Multiple regression coefficient value of perceived of usefulness (PU) is positive, which is 0.338. It means that the addition of perceived of usefulness (PU) score, then consumers' acceptance towards online grocery shopping will be increased significantly by 0.338.
Significant value of the coefficient can be obtained through t-test, which is t-statistics 5.137 greater than 1.65630 (t-statistics > t-table); then, it can be conclude that perceived of usefulness (PU) variable affect the consumer acceptance of online grocery shopping. Most of respondents have high education background indicated that consumers own better knowledge to recognize the benefit of online grocery shopping. Perceived of usefulness (PU) describes consumer's opinion that shopping through online grocery shopping can improve their productivity. Shopping activity will be more efficient and saving more times, thus consumers will be able to use their times toward more productive activities. Other opinion about usefulness of online grocery shopping is the ease of shopping for elderly or busy persons. The coefficient is significant. T-statistics is 3.825, which is greater than 1.65630 t-table. It means that the hypothesis of perceived ease of use affects the consumer acceptance of online grocery significantly. The ease of use perception on online grocery significantly and positively influences the acceptance towards online grocery shopping. c) Perceived of Risk (PR) Perceived of risk (PR) variable significantly has no effect to the consumer acceptance of online grocery shopping. It could be determined through tstatistics 1.223 < 1.65630 (t-statistics < t-table). It means that hypothesis of perceived of risk variable affects the consumer acceptance of online grocery shopping is rejected. On the other word, perceived of risk does not affect the acceptance on grocery on line.
d) Visibility (VIS) Variable
Visibility variable has no effect to the consumer acceptance of online grocery shopping. It could be determined through t-test. T-statistics is 0.607, which is less than 1.65630 (t statistics < t table). It means that hypothesis of visibility (VIS) affects to the consumer acceptance of online grocery shopping is rejected. Thus, consumers had low visibility to know the adoption of online grocery shopping. e) Social influence (SI) Social Influence (SI) variable affected positively and significantly to the consumer acceptance of online grocery shopping. It is determined through probabilistic value of rejected alternative hypothesis, which is 0.000 -less than 0.05, and tstatistics 3.947 > 1.65630 (t statistics > t table). It means that hypothesis of social influence (SI), which affects to the consumer acceptance of online grocery shopping is confirmed. Social influence could affect consumers to have positive attitude towards online grocery shopping. 
Statistical test of online grocery shopping model -Behavioral Intention (BI) of Online Grocery Shopping
Based on the analysis, it was found that consumer behavioral intention (BI) to use online grocery shopping in Malang City could be explained by perceived of usefulness (PU) and attitude towards usage of online grocery shopping (ATU). According to R-square value, there is 59% of those two independent variables explaining the behavioral intention (BI) and the remaining of 41% of other factors affecting BI. Table 9 shows this result regarding R-square value. 
T-test of the coefficient and the interpretation
This partial test showed that there was significant effect of PU and ATU to the BI. PU and ATU variable meet significance standard in the multiple regression test with p-value < 0.05 (PU = 0.000; ATU = 0.03). Through regression test, it was found that ATU variable (Beta = 0.659) has larger effect to the BI variable compared to PU variable (Beta = 0.159). Based on the regression test, it was found that respondents who have positive perception towards online grocery shopping as ease of usage and have positive attitude towards online grocery shopping will have behavioral intention towards online grocery shopping. It means that H1e and H1d confirmed.
Perceived of usefulness (PU) is positive, which is 0.176. It means that by positive value addition of perceived of usefulness (PU) variable. Therefore, the consumer behavior intention toward the online shopping will increase 0.176. 
Correlation between perceived of usefulness and Perceived Ease of Use
The result of statistical test showed that there is significant relationship between PU variable and PEOU variable (r = 0.608; p = 0.000) at significance level of 0.01. At confidence level of 99%, Pearson correlation value is positive 0.608. It indicated that correlation between the two variables is linear and has strong correlation (0.608). It means that of consumer perception about ease of use towards online grocery shopping increases; then, perceived of usefulness perception towards online grocery shopping also will increase. 
Biserial point correlation between behavioral intention (BI) and actual using (AU) of online grocery shopping
Based on the analysis, the biserial point value does not meet significance level of alpha 5% (< 0.05).
The p-value is 0.974, which is greather than 0.05. It means that the correlation between those two variables are not significant or there is no correlation between the two. Therefore, BI and AU have no correlation. Table 13 represent the result of biserial point correlation between behavior intention and actual using. 
CONCLUSION AND SUGGESTION Conclusion
Based on the study result, it can be concluded as follows: 1. Consumer acceptance towards online grocery shopping, as a whole, could be affected by perceived of usefulness (PU), perceived ease of use (PEOU), perceived of risk (PR), visibility (VIS) and social influence (SI) variable for 60%. However, partially, consumer acceptance towards online grocery shopping could be affected only by Perceived of Usefulness (PU), perceived ease of use (PEOU), and social influence (SI) variable. 2. Perceived of usefulness (PU) variable has the largest effect in increasing consumer acceptance towards online grocery shopping. The higher perceived of usefulness that owned by consumers, the higher consumer acceptance towards online grocery shopping. 3. Perceived ease of use (PEOU) variable has strong relationship with perceived of usefulness (PU) variable towards online grocery shopping. This strong correlation showed that the increasing perception of ease of use (PEOU) could increase perception of usefulness (PU) towards online grocery shopping. 4. Perceived of usefulness (PU) variable and attitude towards usage of online grocery shopping (ATU) variable, in this study, have direct effect to the behavioral intention towards using (BI). Perception of usefulness (PU) towards online grocery shopping and positive attitude/acceptance (ATU) towards online grocery shopping could increase consumer behavior to have behavioral intention towards online grocery shopping. 5. Consumer behavioral intention towards online grocery shopping (BI) had no effect to the actual using (AU). It was due to low frequency of consumer purchasing in Malang City in which it could be caused by the fact that online grocery shopping is still a new format and not much implemented by retailers in Malang City.
Suggestions
Based on the study result, there are many recommendations that can be implemented by retailers or online grocers, especially Loka Mart Malang, to develop online grocery shopping system in Malang City: 1. There are many factors considered to increase consumer acceptance towards online grocery shopping in Malang City such as facility availability through internet application in which platform/online shopping application should be applicative, which is easy to use and give usefulness for consumers. 2. Marketing strategy can be developed to increase positive attitude of consumers towards online grocery shopping. It can be conducted by the development of social influence to introduce online grocery shopping adoption. Social influence, positively, can affect people to use online grocery shopping. This social influence can be studied through influence that given by other who has good reputation in a social environment such as public figure, leader, or community that have potential to influence people around. 3. In this study, it is found that behavioral intention had no significant effect to the actual using of online grocery shopping. It might be due to most of respondents never used online grocery shopping yet. Therefore, it is necessary to conduct further study, which focuses on respondents who have experience about online grocery shopping.
